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'AD BETWEEN THE LINES

ON ali3 POINT TO ARGUE IS HOW MANY
POTENTIAL CO~TUMERS SEE YOUR. AD...
OR BETTER YE~T•.. B.EAD YOUR AD?

LET'S TAKE A CLOSER LOOK:

THE PLAIN DEALER CIRCULATION IN
CLEVELAND ADI HOUSEHOLDS

PLAIN DEALER 

29%

1990

THE PLAIN DEALER'S CIRCULATION IS ONLY
29% OF THE CLEVELAND ADI HOUSEHOLDS!

eOI/IICi, AUDIT eUlIlAU Df CIIICULIlfION
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'\EAD BETWEEN THE LINES

TO PROVE CIRCULATION IS NOI READERSHIP,
LET'S TAKE A CLOSER LOOK•••

A STUDY TO DETERMINE READERSHIP LEVELS
FOR NEWSPAPER ADVERTISEMENTS
WAS CONDUCTED.

THE REPORT MEASURED THREE LEVELS OF
READERSHIP:

1. NOTED: IS THE PERCENTAGE OF READERS
WHO REMEMBERED SEEING AN
ADVERTISEMENT.
FOR EXAMPLE: THEY SN/ A CLOTHING
AD.

2. SEEN-ASSOCIATED: IS THE PERCENTAGE OF
READERS WHO SM OR READ ANY PART
OF THE AD WHICH CLEARLY INDICATED
PRODUCT OR ADVERTISER.
FOR EXAMPLE: THEY SIW A SEARS AD.

3. READ MOST: IS THE PERCENTAGE OF READERS WHO
READ 50% OR MORE OF THE WRITTEN MATERIAL
IN THE AD.
FOR EXAMPLE: THEY SNI A SALE ON SUITS
AT SEARS.

SOURCE: STARCH INRA HOOPER INC.
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~EAD BETWEEN THE LINES

THE RESULTS OF THE STARCH REPORT ARE
AS FOLLOWS:

• PEOPLE WHO SUBSCRIBE TO THE PAPER
MAY NOT READ IT.

* PEOPLE WHO READ THE PAPER MAY NOT
READ ALL THE SECTIONS.

* PEOPLE WHO READ A SECTION MAY NOT
SEE THE ADS.

AND FINALLY, ONLY 9~ OF THE READERS -READ
MOST- OF AN ADII

CIRCULATION IS NOT READERSHIPI

so,..........,....,...-----------.,

26

20

16

10

o
"NOTED· ·.EM-AMOClATEO· "R!AD MO"'·

IS NEWSPAPER EFFICIENT?!?
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NEWSPAPER IS A VIABLE ADVERTISING FORM.
HOWEVER, ACCEPT ITS STRENGTHS AND ITS .
WEAKNESSES. .

~EAD BETWEEN THE LINES
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* NEWSPAPERS ARE

DETAILED ORIENTED.

* NEWSPAPERS ARE ZONED TO
MY AREA.

* NEWSPAPER FITS MY BUDGET

* MY COMPETITION IS IN THE
PAPER, SO I HAVE TO BE!

-
* AN ADVERTISEMENT CAN HAVE

ALL THE INFORMATION TO
SELL YOUR PRODUCT/SERVICE.
HOWEVER, IF ONLY 9' OF
THE ADS ARE "READ MOST"
VERY LI'rrLE OF THAT
INFORMATION IS REACHING
YOUR CUSTOMER!!

* WKYC-TV BF.FICIBHTLY
REACHES ALL OF THE
CLEVELAND ADI .•• INCLUDING
YOUR TRADING AREA!

* TELEVISION CAN BE
SUCCESSFUL FOR ADVERTISERS
WITH VARIOUS BUDGETS.
ALSO, TELEVISION IS HORB
BFPBCTIVE AND BFPICIBNTl
TELEVISION PUTS THE MONEY
YOU SPEND TO WORK!!

* TELEVISION ~N SHOWCASE
YOUR COMPANY! STAND APART
FROM YOUR COMPETITION! ON
TELEVISION YOUR NOT
COMPETING WITH YOUR
COMPETITORS FOR THE
CUSTOMERS ATTENTION!
MAKE A NAME FOR YOURSELF
ON WKYC-TV!
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"~ ~EAD BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY:

·SO, WHETHER YOU NEED OUR ZONED
EDITIONS OR FULL RUN, CALL BOB
HAGLEY, THE PLAIN DEALER ADVERTISING
DIRECTOR, AT 344-4350 TODAY. HE'LL
SHOW YOU HOW TO GET THE WORD OUT.
BECAUSE THAT'S WHAT YOUR CUSTOMERS
WANT. AND THE CUSTOMER IS ALWAYS
RIGHT.-

CONSIDER THIS:

WITH ALL THE INFORMATION JUST PRESENTED
TO YOU, WHATEVER YOUR NEEDS, IS
NEWSPAPER REALLY YOUR BEST VEHICLE TO
-GET THE WORD OUT?-

IF YOU WANT TO -GET THE WORD OUT-, GET THE
FACTS ON TELEVISION ADVERTISING!

CALL ME, DANA NAGEL, AN ACCOUNT EXECUTIVE
AT WKYC-TV. CHANNEL 3. MY DIRECT LINE
IS 344-3449

I WILL BE HAPPY TO SHOW YOU HOW YOU CAN PUT
TELEVISION SUCCESSFULLY INTO YOUR MEDIA MIX
WITHOUT INCREASING YOUR BUDGET BUT INCREASING
TOP OF MIND AWARENESS AND SALESft

NOW IS THE TIME TO LOOK INTO TV!!
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Radio Reaches Customers Newspapers Miss

Usually
Read

Front Page--

TV Schedule/Book

Movies/Entertainment

Sports

Food

Business News

Neighborhood News

Ufestyle/Fashlon

Travel Section

Classlfleds

Weekly
Don't Radio Reach

Usually of
Read Non-Readers

87.6%

87.8%

87.0%

87.3%

88.8%

88.1%

88.0%

88.0%

88.2%

88.0%

88.2%

ED

"Radio is very important to us. It works and we'll stick with it."

ArnIe G......berc
ChIef Executive OffIcer
SIl8llPle Beveraces
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COlf\~PETITIVE :ll~ED'Il~

Radio is Strong Where Television is Weak
(Average Daily Time Spent, Mon.-Sun., 24 Hours)

Adults 18+

TV Vlewllll Qulntlles TV Radio

Very Light 0:39 3:32

Light 1:36 3:29

Moderate 2:40 3:25

Heavy 4:06 3:27

Very Heavy 7:14 3:19

Each Day All Kinds of TV Viewers Listen
To Radio (Average Daily Time Spent Mon.-Sun., 24 Hours)

l
r..

m

Men 18+ Women 18+
TV Viewing QulntUe. TV Radio TV Radio

Very Light 0:35 3:41 0:40 3:24

Light 1:28 3:33 1:44 3:25

Moderate 2:24 3:28 2:55 3:21

Heavy 3:36 3:45 4:33 3:09

Very Heavy 6:31' 3:20 7:47 3: /8

Srel:I~1 tabulation for RAB hy Simmons !\larkcl Re ...can.:h Bur.:au. )l)Y:!
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Radio is Cost-Effective
(Cos[-Per-Thousand Increase 1982-84 To 1993)

Spot Radio

Network Radio

Outdoor

Direct Mall

Spot TV

Network TV

Newspapers

Magazines

All Media (avg.)

U.S. CPI

"Radio is tI)e primary medium for New York State Lottery for tlUO
reaSOl1S: It reaches a captive audience, and it boosts the
eff'ectil'eness of' other media. "

MicMeI AbtNite
Promotions Director
New York State Lottery

Sllun:L'S: CPM Indi<:es: McCann-Erickson
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CITIZEN KANE IS STILL
ALIVE

...or how new$papers use
smoke &mirrors to hide the

facts

A...... to Newsp.".,.' Clalml

-...
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ARebuttal of Newspapers' Claims
About Newspaper
and Television Advertising

TVI·• ..-nt r II VIdeo Coal featuring John Mennenga,
01 tM nee rep tIrm e.pr ".....W offenKi you the oppor-
tuftltyto NYMdroponthltw-ofconversation that placebetwe.n n••-
paper....""ftand theirchnta--who.,. yourdien., or potential clients, as
WIlL

Mr ~mmen1I" ...........,. of the V8fY way that newspa·
PM nd to 1dVeII••,,· qu•••~ "tI'd""eleYllion. AI frultrating as
III to _nowh muchbelerapportunitythaneve..
...to counter tIM IIIIi'TV,~ 1tO'V Mit it being told in your
......y.

Oft thttolowlntP".""wII ,....to of..1arge'__1UCh
.........., ..,. 1IIoft W ,.. which Mr. Men·
nenga"""" 1fthit,....,..,...we"you"UN t staning potnt
with your...atafI. devil. your own IOCII ,.... ........

Whl...1nIonndoft we haw UItJd II nIIIOnII.., "."., you can repliclle it
with .,..own 10olI mIIUt If you ... miIIlIIftg anyaptdIc .-.-peror
tellwlllClft" for your m CIIM's R...-h & Development Depan-
mellt; (212) ....1111. Wt wit try to III In the btl""
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FACT:
Dwtng the ohM 10 10 IRa of III adults whil. n..-
,.... , OnlfJa to..of lit .

FACT:
Between 1180 and '110, newspaper readership continued its decline among adults In
.very d.mographlc group.

Among adufta ,. to 24. for .xample. ""'Ihlp dtoIIMd trom 59.4% in 1980 to
63.0% In 1190.

UIItd belOw ......CIId ...... 01 the r....hip deCline:

DtIIIy ...
... OM·Day h

Ad....:
'.24
2H4
31-"
4M-t
IM4

Men
Women
HH Inc.:

110.000+
H.8.Gr8d.
So.-CoIlge
MgtJAdm.-.-..-_...

...: "-'h....

Fn
•.K
51.'
82.1
70.0
73.2
75.1
•.2
....8

eo.4
71.0
73.8
7•.5

l'

62.''''
53.0
51.1
85.7
61.1
88.7
64.5
8O.S

73.1
62.1
89.0
74.8

II.....,•.-
-4.5%

-I.'
-4.0

"'.3
-7.1
·6.'
...7
".3

·1.5
·1.9
·4.1
-3.1
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FACT:
The chait the~
ift ..,...W
_~..., rain
theI1' .....
be\WMft '811"1110.

A.,.,., of ...
m (?ft) .....dud,.IM"'~ petIod.
whil. only '1%~ ....

FACT:

..................., .,..,
_.,•• ' .........111 1 :'•• ,.:,...........

,tI.... "... »................-.-......-.-......- ....

htwMn 1 ,•• U.s. houMhaldi gtW from SI.I million to -'0 millIOn (.6~)
wMt tOIIIdIIIy drcuIaIton went from 80.3 mf1lton In 1965 to only 12.6 mil·
lion in 1"( ).

M • reeutt, dIIIr n......p.~ ..... hoY........ dtoln... tam 1.08 In 1985 to 0.• in,....
D•••.,.....,.,.,....., ~. etrcutdM........ as I v8IicI bench-
milk of n......,...' IiIIIIy to oover the The cNrt below lUll.... that
thl ratio of dilly drculltloft per houMhoId WII continue ..dOwnwItd trend In the future.

UI,.....
••
•IS
.70

I , I • I , I I I
I • I , I • I I I
I I I • I I I 1 I

- ""II .-=.~

1171 - ,. ,.
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(3) ......... IIY ttl""""atMnIeInI ,. "mfn ."."".,."
and"., ''lnllwnlllll'' I. not. wild0"''''. 01 advettI.,n,
.1Ite1lwnN&

FACT:
TtIIvtIion. with i. _htt motion and ,motiofI.ls significantly more eftective for
••Il~ goocIa" MW.p.,.". TheM chw8cl.fiIticI ot televi-
lion II&ow an....,10 ,.•••,. a .....me U\at can be both mort intrusive...Im.....,. thin ~.Iftg In~__ ,.,......,. Mel tMal .,8Ilti•• CII.mUne the
..,tftcIven..- of and .... abIily of an edve"'" medium to Influence the
pubIIo'l purch .....

The ~h. mlllPp••d'" tttm ·"""ntW" to the acIV..ustd PIGducr
or aeMce rllther than 10 the mecIum itMIt. I,*Net. It 18 the Invironment in
which 1ft "trlllng mea " CIn1Id that inftUlnctI people to bUY advertised prod·
UCII or..Moll.

Which CI theN Idnda of .ertltlng (1) hal ,lit IftOIIlnfluenee on peOPle. (2) i. the
IMIt...... (3) II the IItMt..or....,., AcIuttt In each ease voted overwhelm
ingly tor television ldv.rtlainI ewef newtPII* adYertlSinO. It II this perception of .eie·
vilion De"'Si", that ore.......".,. fOr tholt products or se",1ces that are
...rIIIed on tllevlalon.

A....:....,. .tTV ............r
AIIWIt"'''II

........ 0 .....
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(4) ........ laY ·~tJOIOr"/trtprOW' 1M etrectlw,.•• of
".,.,..,..",.,.

FACT:
The..,.",.IA let ...~.. i.......... only eMu! 5 Of' pe"","1
pointI with the of caIot. 1M""umof'" for tat'-On of ootor ...ms
a high prtoe to pay••".... _n. COler, of cou.... II 'M.ft ..-.vallon.

(5) He ear "noIIttI ........,.not. v.w_ure 011M IN."""'. TIIaf"" ..,. CtNted tor the .01.
,.,,,... til.", .Ung.

FACT:
Starch "".,,. three.... of act reedellNp:

A. Note..: 1M~ 01..,. of '" i.... who r....rnbtred ••eing the ad

I. Aa•••,••d: lie ......Of ,...,. Of tM ...,. who "membered they
hid... or read any part~ an ad thltde. indicated thl brand or........,

c. .........:the .,...,.. of .....,. of the particaAar"" WhO r• ., 50% or
men of 1Mcopy In1M..

Theltllch ..,.......... moIllt __...*" UMd tort ng the etfeco
tiYenMa of .cr. copy and aftWOIk. On 1he..", ".4"... of
what ntWlI'II* peOple ..,...,. ..........of. , .,..". to 8dver·
tisements .. it ,... to euoh facto,. IS IIZI, 1IOtio". calor _ poIltionIng.
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(I) N.........y t*V1aIcHt ,•• "..".1Ifed lItHium.

FACT:
WhIle more~ than In the .... over·thHir t.-.viSlon is 111 the ontr mecsklm
thalli able to"'1OIaI ~

Among ....1"oiIiOn haU., ,lnolucl,. wiIh bIIIc and pay Clblel abOut
.................. II " 1.. lito 0........' ,.levilion ont.

And. televillon can be con that COIII'Mr" over......' Iona
OM.." ower ot the .....hoIdI in • mllklt during the course of the week.
......c._

FACT:

.......
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FACT:
TeleviIiofr, ........ it docu....... tor lMIY IMjor upecalt demogrlphio
troup: upper Income. better edUClIIIId. prot•••iOftll_ technICal. everyone watches
ttatvillon. and ,.t " man, mo _,"man newspapers.

n.e up .,.,...,.. tMn tour t, day
wIttI on wtIb .

AdM"';........ Tlma spent DeIly
,......D!!r (!! ....)

..
T.....1On *!IP.,I!! T........ tit" ".Mou..............:

110,000+ ... 71'" '"
.,

1""0":ColI. Gract. 88% 75" 184

Oooupllllon:
ProtJTIOh. .% ,,, 35

......--._.0 '[ (._

(I) New.,..,. ..., ",,"_Ion "Ie..,.. .,. not -'ChIng
",. .".,.,.,.,..

FACT:
Duttng tftt~ of ,., and .... of women viewe,.~ elf_ ".UlI"or,,"'" , .

Proportion of AveNge Hlll-Hour TV VleMrl
.. Vartoua .... of Attention

.,~.... w_

FUlMentton 67% 5ft
PaItIII-...aion 31% 3I1Ct
OutotRoom 2% 4".

................."'.o."'..................~......
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(10) ............,,.,...,......te "zapping" and "zlpplng"
COffIIDM:1aI••

FACT:
ZIppIng ooau.......--, IWItchII aMnnt.. dUring some portion or II. of • com-
meed... Accodng to Gallup 1' 1ftC. of~ viewers do not................."'.comm ·....

....VI...

NoftI ••5%
OCC••'o..... 12.2
Men than half thitlM ...u
TcMI 100.0%

Fa:
~. II whit. VCR OWfttr CIOIt"'n hi or Iht ...-to.... oyer COrnmtr.a
..... viewing • prevtouIIV...program.

<JerMt ........ _ p"'11dInI, ..... re..... .-.clot, VIa Meda InternatIOnal.
pointI out It.1M fICOning 01 prav__...."..My almal perce.,.. (3') of
,......1CIIYIy and that 111I,1.......... II,..minor problem. It the VCRowner,.._ cUIng v..... 'tlen he or'" iI~..GOmIMrcI8. 1f1he record-

. Ing ..doni whit the III itof lOme of \he 00INftII'ClI1i. "., be~.. when the
progrIm .....,. bICk. But many.. not. and tis vIeWIng .......... Ior
th...rtJIer.
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(11) New.,••,._, _vlaIon v,..,..ltave*,'nlng

~I'IOIIII.

Fief:
....who m._ ,... the 1aIt commetOIIII they saw In. pod
thai may COIMin COIMtM'aIe (1M ,.., -.••,.....,
.....n AdwtI luMu) alack of UftdentIndlng of how
teI.vlllon .

TeIMIon It. fIlCh ~ JIItdum. It ..... hu,e numbers of people. The
......,..", ",.,.. m eIIfto OOftIUrMIa to r.pond to I'"oom-
meJOiII--ftIat.. _reotty to tM nu , of II". praIPeCtIve ClDnaume,. ••• the co....
me'" meuaoe.

A.....~ is pM 01 ..ovefIII C*nP8iIn. AepeeWd ....,. to tNt cam
JIlIn enabIeI the..., to.......of • featured pradueI or service and ,...in
...... of that product or MMce. thill in tum. CfMta the elfmate in which to pur
chaM thlt product. It II. ProoMl. pIut rtach and frequency. tha' makes televiston
tne more .ffecttve adverIItinO medtum.

.... , Co•• In the forthN of ,••••ton .... 1IUd••• Molt Burke t.... tor
PI'dUCtI ....,.1o or ,....,~__n. Aa .... toIIowIng'"""'til. thI.,,~ (1M of WlwlllwIto remember I conner-
dill. Ita .......d brand OM etemenlln the m....ge) tor 3Q...eond spots
,.,..... 00""'''~r the,....

A torWomen
for ooad .

.........~
''''67 21
''''12 Z2
1171-71 M
1171-I1 Z3
,... 22
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(12) ..,,,,.,.,. out to ""..1 ....·'01n.'Io".'
......, ".", IMwMlon•

."., are _ do..., UIinI .... crMdw ~"''''--eoIOr,electroniC traM-
""••iOlll ncJlldZ. aetventIIng units (SAUsl and blll,..-.
WIll • "~ ptIcIng." .

........... va. Televlllon

...of,.. MAnoMAL
AdwrtIIlftI Dol...

FACT:
In_ot.. ot ...........
..............cMInuI
to ........
and doll.. an , ..
ldulltllino.~..otwt.,. , .....
ofn on,..., ~ ....
COfIlInuM 10 1nON_ wtIIe.,..,.,... .....
oontIftUel to ""'IM. I. 1.

a..tMCI 'Ii 'III

,. ,.
c.........,...,...

.........................

..., trIlfItIonIIY..,. ..
ttlMillran tot of 100II
.....·' Cwlllch
lncludll dellned....
'... 'MII ..
................. ot
'" ' ' :tI.IOft
........t ....
(7ft.). ........
t ..
_ ra.

ttn.P va. "....,..Ion
... LOCAL

AIIRII.I.I Do"•
t1~ .,%

........-

'M .
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The,.'n LIM the ChMIenge for TVB
And Ita Member Stltlona:

8eca. ....,.... are aft "olc*" ......... medium. compared 10
t....on. they have an .ntNncNd poIItlon within thelocll advertising
co~. This wu true when ,..",Ilion.."m Introduoed, and it
"""nllO today.

While the ..~ adwefIIIIftO community expertlncee continuing succ...
in ClPtUrtng an IncrNItd .hare of1oOaI..,... dOIIafI from ntwtp.
pe.., the Plot hit been IIOW and WIt .. have • tong roM to tra"e•.

The challeng. of the '10& tor 'TV. and~ nwnbtr ItIdonI " to inc...... our
etrarts to gtin an eYen gre.ter etta" of IOCII ad dol." from newspapers. If
we commit ou..... to tt. goal-and c:tedIoatt ourIIIvta to meeting this
chaIle,..-bV the end of the decade, IIIIvIIIoft oouIct..unt lor 3ft. of
1oM1 cloI.... placed 'n rs and lV.

WhIt tM _ ',., ....., k" toIng ..... our to incre_ its
..... of nIIIonal adwIntslno do · itlt hun't auccMdld yet and
................... the ruew..
The..ilion inclulUy InUIt <to IOCIIIr whit the ne,'IP'P" induttry 18 trying
to do .... nattorIIIlevtL And Mil00fM'iItd to"""0you·-our
'member""" ........rnwkMIftI. ,....and pIOmOtional toots
It...to help~ glln a greater .~.. of t..... lOCaI ..dotlars.

TOTFL P.13

i
I

I
I
I
I
I
i
I
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RadIo " Sound, but:..

1M faot1hCltolOCloltallonhal1heablly1O MQCh Q nallegI•.ent
oftM~ InIIbIoCIdCaItcno ta""'bMn quedoneG.

But each Y'ICI'. eM to an~~ retaI envlron
ment. moMlooaI.......<n1rw4MltilO~acMNtlllngctolcnIn
bIDodcalttai.AIIcn.lodoV,Ioeat.........1nVeIt$1.3b11onOvear
moM In till-Allon 'than they do n fQCIo. Why? Beca.....1MIelOcCII
odW....1l1lnowbloadcalt t......on oeIVertIIIng:

• reachelmoreof""~ cuttomert-whatever
1heIr,., hOUIehoId~. educotton or occupotIon

• ~mote ofthet' proepeetIve custom..for longer
~dtlme each df:ItI

• II P"C.....d bv MOM 0I1he1r~ euttomera os
..molt1nfMntIQI.~.b.levable achertlshg
rnedUn.
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